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September 27, 1996 EX PARTE OR LATE FILED

EX PARTE

Mr. William F. Caton

Acting Secretary

Federal Communications Commission
1919 M Street, N.-W., Room 222
Washington, D.C. 20554

Re: Implementation of the Non-Accounting Safeguards of
Section 271 and 272 of the Communications Act of 1934 and
Regulatory Treatment of LEC Provision of Interexchange
Services Originating in the LEC’s Local Exchange Area
CC Docket No. 96-149

Dear Mr. Caton:

On September 25, 1996, representatives of SBC Communications Inc. and its
subsidiaries met with Commission staff concerning the above-referenced rule
making docket. Pursuant to the Commission’s rules governing ex parte
presentations, SBC filed the required notification with your office.'

In the Notice of Proposed Rulemaking (NPRM) commencing this proceeding,
the Commission imposed a 10-page limit for materials submitted in the ex parte
process.” The Commission, however, provided that materials submitted “in
response to direct request[]” from Commission staff would not be subject to the
10-page limitation.?

1 Ex Parte Letter to William F. Caton, Acting Secretary, FCC from Todd F. Silbergeld,
Director-Federal Regulatory, SBC Communications Inc., dated Septmber 26, 1996. For
reference, a copy of this letter is attached. While the letter is dated September 26, 1996,
it erroneously indicates that the meeting occurred on that date. The meeting occurred on
September 25 and, because the meeting concluded near the end of the Commission’s
official business day, the notification was filed with the Secretary’s Office on September
26.

2 Implementation of the Non-Accounting Safeguards of Section 271 and 272 of the
Communications Act of 1934 and Regulatory Treatment of LEC Provision of
Interexchange Services Originating in the LEC’s Local Exchange Area, CC Docket No.
96-149, FCC 96-308, at para. 168 (rel. July 18, 1996).

3 Id.
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Mr. William F. Caton
September 27, 1996
Page - 2 -

In our September 26 ex parte notification, we inadvertently neglected to state
that the attached newspaper articles and advertising materials were submitted
for the record in response from a direct request from Commission staff. We
apologize for any inconvenience this may have caused.

Should you have any questions concerning the foregoing, do not hesitate to
contact me.

Very truly yours,

T G,

Todd F. Silbergeld

Attachments

cc: Ms. Carol Mattey
Ms. Michelle Carey
Ms. Radhika Karmarkar
Ms. Linda Kinney
Ms. Cheryl Leanza
Ms. Sarah Whitesell



Todd F. Silbergeld SBC Communications Inc.

Director- 1401 [ Street, N.W.
Federal Regulatory \s?\‘lua;;iﬂ:lgn, D.C. 20005
Phone 202 326-3888
Fax 202 408-4806
September 26, 1996 RECEIVED
EX PARTE SEP 2 6 1996
1 L COMMUNICATIONS COMMISSION
M. William F. Caton FEDERA RHCE OF SECRETARY
Acting Secretary
Federal Communications Commission
1919 M Street, NN-W., Room 222

Washington, D.C. 20554

Re: Implementation of the Non-Accounting Safeguards of
Section 271 and 272 of the Communications Act of 1934 and
Reguiatory Treatment of LEC Provision of Interexchange
Services Originating in the LEC’s Local Exchange Area
CC Docket No. 96-149

Dear Mr. Caton:

In accordance with the Commission’s rules governing ex parte presentations,
please be advised that today, Michael Zpevak (representing Southwestern Beil
Telephone Company (SWBT)), Karol Sweitzer (representing Southwestern Bell
Communications Services Inc. (SBCS)), Virginia Vann (representing
Southwestern Bell Communications Inc. (SBC)), Timothy Leahy (representing
SBC Communications Inc.), and the undersigned met with Carol Mattey,
Radhika Karmarkar, Linda Kinney, Michelle Carey, Cheryl Leanza, and Sarah
Whitesell of the Common Carrier Bureau’s Policy and Program Planning
Division.

We presented and discussed SBC’s stated positions in the above-referenced rule
making docket.

Written materials, which were used during the presentation, are attached to this
letter for inclusion into the official record in this docket. Pursuant to Section
1.1206(a)(1) of the Commission’s rules, 47 C.F.R. § 1.1206(a)(1), two copies
of this letter and the supporting materials are provided for your use.

Due to the late hour at which the meeting concluded, we are filing the required
notification today.



Mr. William F. Caton
September 25, 1996
Page -2 -

Should you have any questions concerning the foregoing, do not hesitate to
contact me.

Very truly yours,

QV:&J ? %/&gﬁ

Todd F. Silbergeld

¢

Attachments

cc: Ms. Carol Mattey
Ms. Michelle Carey
Ms. Radhika Karmarkar
Ms. Linda Kinney
Ms. Cheryl Leanza
Ms. Sarah Whitesell



CC DOCKET No. 96-149

SBC'S LONG DISTANCE PLANS ARE CONSISTENT WITH
REQUIREMENTS OF TELECOMMUNICATIONS ACT

° GENERAL STRUCTURE

®  JOINT MARKETING

® STRUCTURAL SEPARATION / NETWORK AND
OPERATIONS

® ADMINISTRATIVE SERVICES



The ‘New” AT&T Faces Daunting Challenges

By JouN J. KELLER

Staff Reporter of Tz WaLL STREET JOURNAL
A daunting and uncertaln future awalls
the “new" AT&T Corp., which Is finally
putting the finishing touches on the three-

way breakup it announced a year ago. |
Wall Street swooned when AT&T un-
velled its plan to spin off two of its lag-
: ging businesses ~ the telecom-equipment
arm now known as Luceut Technologles

Corp. and the NCR Corp. computer unit, - §

AT&T's stock hit a record a few months

TELECOMMUNIOATIONS

later. Since then, the stock rrlce of Lucent, . : p

which wiil be fully spun off Sept. 30, has

soared, and NCR, set for independence by - Bk

year-end, is on the mend.

But AT&T itself 18 now seemingly
adrift. Its calling-volume growth slowed.
between the first and second quarter by an

unprecedented amount, Its churnrate —or -

the frequency with which customers sign
up for AT&T service and then abandon
it — doubled in the second quarter from a
year ago, people close lo the company say,
and big rivals are growing two to three
limes as fast as AT&T. As a result,
_ the company's stock price has fallen 16%
_since January. Still to come;: seven new
multibililon-doliar combatanis — the Baby
Bells — that hope to offer long-distance
service in the coming year.
AT&T is lighting back. 1t Is dra(ting an
aggressive flat-rale offer for all local,

gardless of time of day, or weekday or
weekend. People close to the company say
the rate could be as low as 15 cenls a

minute. Eventually, the rate may be ex- -

tended (o celtular calls, offering a hand-

some price cut for wireless customers. .

Currenlly, AT&T customers pay rales
based on when the call Is made and the
distance it travels. E

AT&T hopes to tap consumers’ cravings
for simplicity and bundled services listed
on a single bill. Sprint Corp. proved the
appeal with its dime-a-minute plan, though
that price applies only al night. **We've got
to focus on rewarding and creating loyalty

long-distance and in-state *‘tol}l"* calls, re- among exisling customers’ rather than

spending big to buy back defectors, says
Robert E. Allen, AT&T's chalrman and
chief execullve.

“We're nol at sea here. We're In
charge and we're running hard,” Mr.
Allen Insists. “This is a kind of messy,

grunt-work perlod for us'’ as AT&T sheds
- {wo limbs and suils up for the new lelecom
wars, he says. “It's almost linpossible to
communicate to anybody . .. other than
_[about} the complexity of this, which
doesn’t gel your slock price moving.”
But as the telecom titan braces for yetl
another campaign of price cuts and promo-
tional glmmicks, it faces a major problem:

How much will the AT&T brand name-—
bulll with a blillon dollars a year in
advertising — really count in a new era of
cutthroat pricing. *'Almost all carrlers are
virtually identical in terms of the service,
whichi §s a commodity. Orlginal brand
loyalty Is eroded by thls,” says marketing
consultant Steven Permut, president of
Marketing Sclences Inc., Guilford, Conn.

Although the AT&T brand remalns one
of the world's besl-known and the company
still controls more than 60% of the long-dls-
tance markel, AT&T |s already beset by
small-time *‘dial-around’’ services. These
new rivals mall out stickers embossed with
dial-up codes that customers can use {o
bypass (helr usual long-distance carrlers
and gel cheaper rates. The no-name serv-
lees have attracted hundreds of mililons of
dollars in annual traffic without blg ad
budgelts.

In addition, even as AT&T prepares (o

" offer flat-rate, bundled service, it's having

a lough time lylng together all of iis
services In a single package. The growth
rale of its cellular business, into which the
company has already sunk more than §20
billlon, Is slowing as the service slgns
up more low-use customers amlid stiff com-
petition. A seemingly natural ally, AT&T's
Universal credit-card business, is perform-
ing poorly and I8 rumored lo be ready to go
on the block. (AT&T denies the business Is
for sale.)

The former Ma Bell continues to wres-
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"Pared-Down AT&T
Will Face Uncertain
And Daunting Future

Continued From Page Bl

tle with ways to increase coordination
among its units, which Mr. Allen’s breakup
plan was supposed to heip. Two years after
acquiring the former McCaw Cellular Com-
munications Inc., AT&T’S wireless busi-
pess still mostly goes its own way in
marketing. While AT&T'S long-distance-
business takes customer cails 24 hours a
day, seven days a week, the .
wireless unit stubbornly sticks o a five-
day schedule and a separate phone num-
ber. The long-distance and cellular ad
rather than being packaged together.

Nar has AT&T been able to accelerate
its planning process to prepare for coming
clashes, Strategies for invading new mar-

ketsarepainstahnzlypickeduverand--

debated in endless meetings. AT&T"s Seat-
tie-based wireless chief, Steven. Hooper, 1S
forever {lying to the main base in Basking
Ridge, N.J., for planning sessions that still
haven’t yieided much direct cooperation
between AT&T Wireless and the long-dis-
tance residential business, aithough the
wireless unit has been making progress i
marketing with AT&T"S business services
unit. Yesterday, AT&T said it will offer
business customers several services und:

a singte bill, including long-distance, cellu
lar, locai-toll, Internet-access and cailing:
card services.

Analysts say Mr. Allen will have w0}
move quickly to erase the lines between
AT&T's businesses so that the company
can repel invaders in long distance and
expand in new services. Otherwise, AT&T
will lose share at an aiarming rate: Even
its own forecasts show that it's likety to
! lose several billion dollars in annual long-
| distance revenue within two years after
| the Bells enter that market.

_ “For AT&T, churn is the singié ‘most
important management issue facing the
company,” says Brian Adamik, an analyst
at Boston researcher Yankee Group. “It's |
the most fundamental day-to-day mea-
surement of the heaith of your business, °
and AT&T must reduce it.”

All carriers are racing to amass assets
that will let them bundle services and offer
residential and business customers a cohe--
sive package with a single monthly bill.,
AT&T has the broadest array of assets for
doing that. But the company hasn’t been’
able to bundle services because its efforts:
to construct its own umified system for-
billing — now handled by the Baby Bells at
a cost to AT&T of hundreds of millions of
dollars a2 year — have.run way behind
schedule, though the system is finally
vearing compietion.  ~ - T T

AT&T’s new flat-rate pitch could pres-
sure even the company’s biggest rivais.
AT&T, baving cut its cumbersome cost
structure, now posts operating-profit mar- ;
gins in the long-distance business of about
19%, significantly higher than the 15%
mark for MCI Comununications Corp. and
the 11% margin for Sprint. “AT&T isn't
that inefficient anymore,” notes analyst 3
Jack B. Grubman of Salomon Brothers Inc.
“In fact, AT&T's revenue per ampiloyee }
from long distance s actually about $450,-
000, versus MCT's $350,000.” - '

Still, customer losses in long-distance
are afl but inevitable as the Beil behemoths
enter the market. And AT&T faces the
prospect of running up huge deficits as it
invests to enter new businesses. It has -
aiready spent neariy $1 billion on on-line
year, to get into the Internet business, and
it seems far from turning a profit there.
Billions more may have to be spent before
AT&T’s effort to invade the Bells’ more
than $90 billion local-service business
moves into the black.

“We want a third of the local market by
early in the next century, over five years,”
AT&T's Mr. Allen says. “That's a major
challenge.” .




TUESDAY, APRIL 30, 1996

Today:

MCI LAUNCHES FLAT-RATE SERVICES UNDER SINGLE BRAND: Offers 30 min.
of calling, 5 Internet hours, one-aumber service at 54.95 monthiy;
paging, celluiar, $37.95; home security monitors, 564.75. (P. 6)

/R—esponse Triples Forecasts

MCI BUNDLES CALLS, E-MAIL AND NUMBER INTO SINGLE, ONE-PRICE
PRODUCT

MCTI bundled long distance, ¢-mail and singie-oumber service
into single, branded product Mon. and offered flat-rate monthiy fee
with one cost for additional time, becoming first major telecom
carrier to otfer multiple services at one price. MCI Oue, heavily
advertised on Sun. night TV programs, generated "3 umes" expected
response among consumers, said John Donogiiue, senior vp-consumer
marketing. "Integration is the key ‘0 MCI One," he told reporters
at Mon. news conferencs. Enhancsd servics, beginning at 537.97 per
month, offers wireless and paging service and home security
monitoring.

Company expects to add MClImetro services to offering
nationwide when network buildout is completed and pricing will be
adjusted to provide additional incentives. Business ailiance with
Westinghouse Security, unit of CBS Inc. parent Westinghouse
Electric, hasn't been disclosed previously, and additonal
announcements on pricing are expected within week, executives said.
They said other one-stop shopping offers combine “one or 2 services
with multipie bill," rather than package of services with single
bill.

New service reflects company research showing widespread
support for single billing and single service from same provider,
Donoghue said. In enhanced offerings, MCI also is making available
home security monitoring service that appears to exceed that of
Ameritech, only other major telecom carrier offering such services.
MCT said that, in conjunction with Westinghouse Security Systems
partnership, it can offer home and small business monitoring
service, custormized for size of place and needs of owners. Basic
monitoring service when coupled with paging-ceilular option will be
$64.95 monthly, Enhanced Services Dir. Anna Garbaldi said.

Under basic plan, MCI One customers will get: 30 min. of long
distance with additional min. at 15 cents each, free voice mail, 5
hours of Internet services, calling card. Free long distance min.
can be applied to any combination of communications services.
Business customers are offered additional min. at {4 cents on
one-year agreement, 13 cents for 2-year deal. Enhanced service at
$34.95 provides same basic service plus cellular phone, pager and
monthly service, although cellular is available only in 10 markets
where MClI-acquired Nationwide Cellular operates. Coverage should



reach 45% of U.S. by year-end, Donoghue said.

Security monitoring service at outset will be handled by
Westinghouse sales reps. although monthly service and billing will
be included on MCI One bill, Garibaldi told us. Installation cost
will depend on house size, market and options, which inciude
individual access codes that can be programmed (o pager or other
device to0 alert customers of authorized or unauthorized enuy,
company said. "The aetwork can also play traffic cop for busy
parents,” it said. With individual access codes, network can relay
message to pager or celluiar phone indicating when access code has

bean used, it said.

MCT said it will begin offering call center operating services
as part of its business services, from Call Center Services Div.
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THURSDAY, AUGUST 8, 1996

MCI sees the future
In ‘one-stop’ services

he future of the com-

l munications industry,

according to MCL, the

US teiephione company,

comes in a box - 2 dlue and

witite cardboard box.

ardered by phone and dellv-
ered to your house.

[t contains a cellular
phone, a pager and a phone
card, with software giving
you an e2-mail address and
plugging you into the [nter-
aet. Tverything works on
one phone number and !s
paid (or on one monthly bill.
If anything goes ‘#rong, you
call one service number.

Called MCI One. the pack-
age wasg launched in the US
in April. The response from
MCI's competitors has been

one of grudging- respect -

tinged with irritation. They
can and will, they say, pro-
vide the same services if cus-
temers want them.

But. they add, the package
has to work properiy. MCI
One is assembied from a
number of different suppli-
ers. [f you call the MCI One
service gumber. competitors
ctaim, the response is some-
times chaotic.

To the extent that this is
true - and MC] denges it ~ it
is a mere teething problem.
The real issue s more funda-
mental, [n essence, MCI Oge
is a one-stop shop: 2 concept
which has been tried, with
varying success, in (ndus-
tries ranging from travel to
financial services.

In one recent glaring
example, the US brewer
Anleuser-Busch started

making snacks, on the basis
that penple who drank Leer
also ate pretzeis and pea-
nuts, The resuit was so
disastrous that in Fsbruary,
Anheuser said it would close
the business, 2agle Snacks,
at a cost of mare “han $200m.

The question what, from
the potnt of riew of the cus.
tomer, beiongs towether x
complicated in (S ‘elecom-
municatioas by the fact that
{or nore than a1 decade. pro-
viders of long-distance teie-
phony werw prohibited (rom
carrying local cafls, and vicn
versa. With <his years
dereguiation. that distinc.
tion has been abolished.

The average US customer
is now expected o ruver: to
taking local and long-
distance tefephony Gom the
same source. The question is
how many other services
will be wanted nn top. Here
the US phane indusiry is
divided.

“The problem about the
one-stop shop.” says the
chief executive of a local
2hone company. “its thac
you're tryiny to push people
inte a2 yes-ngo position on
every sarvice. The trick is tn
offer a f{ull sarvice. hut nnt
be arrogant enough to
expect everyone to buy ail of
iL”

MCI would not disagree.
MC! One comes in various
forms. from a simple pack-
age to one inveiving the
lease of 2 personal computer
and a link for monitoring
home security. “Think of it
as a Chunese meneu,” savs Mr

Tim Price. MCI's president of
telecoms.

But perhaps the whole -

one-stop concept is f{lawed.
This is the view of AirTouch,
the San Francisco-based cei-
wiar plione company.

“Getting everydhing (rom
ane compauy,” says Mr Uljal
Kohli. airTouch’'s head o US
marketing. “Zives the :llu-
sion of stmplic:ty. What cus-
tomers rsally wane is the
assurance they're not Yeing
taken. And as a customer. Jo
you ceaily want one com-
pany as a single paine of fail-
are which could shut down
yaur life?”

Mr Xohif 2dds that one-
stnp customers, in whatever
market, demand a discoumt.
As a supplier, what savings
are you achieving w0 pay ‘or
that?

Simple, says MCI's Mr
Price: reduce the rate af
churn. or customer defec-
tion. Churn is one of the
industry’s biggest problems.
worsened by the phone com-
panies’ habit of droing cus-
tomers to change supptier.

Mr Price maintains that
the more services customers
take {rora MCI. the moce
loyal they prove. “As mar-
keters, we have to be able to
price {MCI One} at a2 point
where, at the end of the cus-
(omer life, you're better off .

MCI is one of the mast
adroit marketers (n the
industry. [ts competitors
CINNOL be sure it is wrong
this time.

Tony Jackson
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MCI Offers Internet,
Phone, Paging Package
To Busimess Customers

By a WALL STREET JOURNAL Staff Reporter

NEW YORK - MCI Commumications
Corp. is offering business customers.in 13
cities a package of diverse telecommunica-
tions services, along with the convenience-
of 4 single bill. .

The oiferings include local and long-
distance phone service, paging, ceilular
and Internet access. Customers who buy
more than one-service will. get discounts.
The Washington-based company’s move
reflects an increasing: effort by phone car-
riers to win. and retain customers by
oifering telecommunications- ‘“‘one-stop
shopping™ on a single, simplified bill.

“Everybody’s talking- about. someday-
being able to offer integrated services.
We're offering it now,”" said Brian Brewer,
3 senior. vice president at MCIL. The com-
pany says it has installed powerful
switches to enable it to provide the new
service, dubbed networkMCI One.



BRAND: MCI+NETWORK MC!

TITLE: Big idea/Simple being smart
COMMERCIAL: Big idea/Simple being smart 10of1
LENGTH: 30

Ad Detector rrames: 14

This is about the biggest idea in communication today...About simpie being smart...less being
business...

more...about how your business can
get

local and long distance cailing plus averything from paging

-to videoconferencing...Giobal to cellular. The whole menu . From soup to nuts. From one team

09/16/96 PAGE 1



BRAND: MCI+NETWORK MC!

TITLE: Big idea/Simple being smart
COMMERCIAL: Big idea/Simple being smart 1 0of 1
LENGTH: 30

Ad Detector FRAMES: 14

iy

on one bill from the one and onfy company in America with the power

3

Network MCL. That's how.

09/16/96 PAGE 2



My Custom Report

08/15/96 to 09/14/96

Brand Name Media Market Station Date Time Length
MCI-NETWSRK 4CT N AUSTIN XEYE 09/12/96 37:393 2 i0
. /o N AUSTIN KEYS 09/12/9609:24 ® 30—
(/é«« ¢ dia | Siaple ”‘% N AUSTIN Povs 09/13/367:24 A 30
’ ? , § i v N AUSTIN KEYE 09/13/9608:.3 » 30
S " N AUSTZN XTI 39/13/9691:23 ¢ 20
"
N AUSTIN KTBC 08/14/96 93:25 ? 30
N AUSTIN &TBC 09/14/%638:22 2 3’3_
N AUSTIN KVUE 09/12/%6 10:38 ? T
N AUSTIN KVUE J9/13/3638:32 3 1o
N AUSTIN KVUE 09/13/96 09:10 ? 30
N AUSTIN KVUE 09/13/96 10:37 2 3
N AUSTIN KXAN 09/12/96 09:07 P 20
N AUSTIN KHAN 09/12/%6 10:30 ? 20
N 30STON #BZ 09/12/56 98:93 P 0
. N 30STON WBZ 09/12/96 10:24 2 ki¢
N 30STON j:%4 09/13/9607:14 A 30
N 30STON WBZ 09/13/962%:32 @ 19
N BOSTON WBZ 09/13/96 01:23 X 20
N 30STON WCTB 09/12/96 11:53 ? i0
N 30STON wCcvB 09/13/96 10:02 ® 30
N 30STON qCTB 09/13/56 10:40 ? 10
N 30STON WCvB 09/13/96 11:44 ? 30
N 305TON AEXT 09/14/96 12:42 2 0
N 30STON WEXT 09/14/96 12:51 » 30
N 30STON 9EXT 09/14/5631:38 ? 20
N BOSTON WEXT 09/14/9604:14 P 30
| 30STON WHDH 09/12/96 10:37 9 20
N 30STON WHDH 09/12/96 11:50 ? 30
N 30STON WHDH 09/14/9609:13 A 30
N BOSTON WMUR 09/12/96 11:53 @ 30
N 30STON WMUR 09/13/96 .0:92 2 0
N BOSTON WMUR 09/13/96 10:40 ? 20
N BOSTON WMUR 09/13/96 11:44 ? 10
N 3UFFALO WGRZ 09/12/96 10:97 P 30
N 3UFFALO WGRZ 09/12/96 11:50 ® 0
N 3UFTALC AGRZ 09/14/%6 09:38 A 30
N 3UETALO AIVE 09/12/9638:33 B 30
N BUFFALO V¥IVE 09/12/96 16:34 ? 30
N BUFTALO WIVB 99/13/9637:14 A 30
N BUFFALO IV 09/13/%609:13 2 30
N BUFFALO WIVE 05/13/9691:2% X 20
N BUFFALO WKBW 09/12/96 11:57 » 10
¥ BUFFALO WKBW 09/13/96 10:32 ? 30
N 3UEFALO WKBW 09/13/96 10:30 2 3¢
N 3UFFALO VKBW 09/13/96 11:43 2 kls
N BUFFALO WUV 09/14/96 12:42 ¢ 30
09/16/96 Page 1

ﬂ don e 2,42

Copyright (c) 1995 Competitive Media Reperting



My Custom Report

08/15/96 to 09/14/96

Brand Name Media Market Station Date Time Length
MCT-NETWORK MCT N 3UTTALO T 76/14/96 12:31 ? 10
N 3UFTALO WU 09/14/9691:22 30
N 3UTTALO T 79/14/3602:23 ? ¢
¢ CABLE TV e 99/12/9608:15 2 10
< CA3Ln TV T.C Ae/12/%8 L2:42 4 3
c CABLE TV e 09/13/9606:28 © 3
c CASLE TV T.c 39/13/%9638:43 ¢ 10
c CABLE TV e 08/13/96 11:28 2 20
e casrz v e Ne/14/5609:99 A 19
c CABLE TV T 09/14/9609:21 A 30
c CABLE TV e 39/14/950%:3¢ A 10
c CABLE TV Tre 09/14/9633:49 A 30
< CABLZ TV ree 09/14/96 10:12 A 15
c CABLE TV Tic 09/14/96 10:28 A 30
- c CABLE T7 e 99/14/96 10:44 A 30
c CABLE TV e 08/14/96 10:53 A 30
c casrz v e 3¢/14/36 11:13 A 10
c CASLE TV Tie 09/14/96 11:21 A 30
c CABLZ TV e 05/14/8511:27 A 30
c CABLE TV e 09/14/96 11:48 A 30
c casiz TV e N6/14/36 12:12 2 30
c CABLE TV 233 09/14/9612:22 2 20
c cRsiz v e 09/14/96 12:138 2 20
c CABLE TV e 09/14/96 12:48 2 10
¢ CABLE T e 09/14/960L:13 2 30
c CABLE TV TIC 0$/14/9601:27 ? 20
¢ CABLZ TV e 09/14/9601:41 2 20
¢ CABLE TV e 08/14/5601:52 2 30
c CABLE TV e 29/14/9602:13 ? 20
c CABLE TV TLC 09/14/96 02:25 ? 10
c cABLZ TV e 09/14/9602:39 2 30
¢ CABLE TV be! 09/14/9602:53 2 30
c CABLE TV o 09/14/2603:14 2? 30
c CABLE TV TLC 09/14/9603:29 ¢ 30
c CABLE TV -z 09/14/9603:28 2 30
c CABLE TV e 09/14/9603:48 © 30
¢ casLz v =t 09/14/9504:12 2 10
c CABLE TV TIC 09/14/96 04:25 ? 30
c CABLE TV e 08/14/%6 34:40 2 30
c CABLE TV TLC 09/14/9604:50 ? 30
c CABLE TV TLe 09/14/9605:12 2 30
c CABLE TV TLe 09/14/9605:23 ? 10
c CABIZ TV e 99/23/5605:41 2 30
¢ CABLZ TV e 09/14/96 05:49 10
c cABLZ TV e 09/14/96 36:99 2 30
c CABLE TV Tic 08/14/96 06:21 30
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MCT -NETAORK MCT c CABLE TV e 09:14/%576:29 7 &I
c CABLE TV s 09/14,%5 06:48 ? 10
o CABLZ TV T N9/14:3537:22 2 0
c CABLE TY e 09/14/%6 07:25 2 20
c CABLE TV TL 0%/14,3627:34 2 20
c CABLE TV T 26/14,3607:54 P 30
c ZABLE TV e d5/14/3658:.5 2 3C
< CABLE TV 7 09/14/%608:25 @ 10
< CABLE TV i ed 3%:14/%7998:42 9 30
c CABLE TV TLC 99/14/3608:50 @ 30
c CABLE TV LS $5%/14:%609:13 ? 20
c CABLE TV TILC 09/14/96 09:25 2 20
c CABLE TV TS 08/14/96 09:41 2 0
c CABLE TV TLC 09/14/96 09:52 2 30

- o CABLE TV T 09/14,/36 10:14 2 30
c CABLE TV T 09/14/96 10:25 P 30
< CABLE TV TC 79/14/%6 10:41 2 30
< CABLE TV TLC 09/14/96 11:39 @ 30
c CABLE TV T 09/14/36 11:54 @ 36
c CABLE TV TLC 09/14/96 12:14 X 30
c CABLE TV ad 08/13/%6 12:29 X 3
c CABLE TV T 09/14/%6 12:38 X 30
c CABLE TV e 09/14/36 12:19 X 30
< CABLZ TV TIC 09/14/3601:12 X 30
c CABLE TV 7L 08/14/9691:25 & 30
¢ CABLE TV TIC 09/14/3601:28 K 20
< CABLE TV c 03/14/3631:30 X 20
< CABLE TV TLC 0%/14/9632:12 ¢ 30
c CABLE TV TILC 08/14,/56 32:23 X 30
c CABLE TV TiC 09/14/96 02:42 X 30
c CABLE TV L 09/14/96 02:30 X 0
N CHICAGO WBBM 09/12/3607:03 2 30
N CHICAGO WBBM 03/12/3639:34 30
N CHICAGO WBBM 09/13/%607:14 A 20
N CHICAGS WBBM 09/13/36908:13 2 30
N CHICAGO WBEM 09/12/96 12:24 X 30
N CHICAGS AFTLD 29/13/2511:42 A 30
N CHICAGO WFLD 09/14/96 11:51 A 30
L CHICAGO AFLD 0$/14/%5 12:39 P 30
N CHICAGO WFLD 0$/14/%6 03:14 P 30
N CHICAGO LS 0$/12.36 10:38 30
N CHICAGO wLS 09/13/9509:02 @ 3
N CHICAGO WL3 0%/13/353%:40 P 30
N CHICAGO WLS 99/12,96 10:394 P 10
N CHICAGO WMAQ 2$/12.36 39:07 2 30
N CHICAGO WMAQ 03/12:96 10:50 ? 30
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08/15/96 to 09/14/96

Brand Name Media Mariet Station Date Time Length
MCI-NETWORK MCZ ¥ CHEIZAG WMRQ 09/14/9608:38 a 30
N CALLAS KDEW 09/14/96 11:42 A 0

N SALIAS XDEW Q9/13/9% L2:3L A 0

N JALLAS KDEW 09/14/96 12:128 2 30

N KDEW 09/14/9603:24 2 30

N DALLAS £TVT 09/12/96 27:03 2 30

] ZALIAS LTVT 09/12/96 9%:34 2 20

N DALZAS KTVT 09/13/9607:14 A 30

N IALIAS XTVT 99/11/$6 08:13 ? 30

N DALLAS LTV 09/13/9601:27 % 30

N ZALZAS XKAS 09/12/36 48:67 2 30

N DALLAS KXAS 09/12/96 10:50 2 30

N ZALIAS XKAS 05/14/96 08:38 A 10

N JALTAS WEAR 09/12/96 10:58 2 30

. N CALIAS WEFRAA 09/13/960%:32 2 30
N DRLZAS WEAR 09/13/96 0$:40 P 20

Nt JALZAS WEAA 09/13/96 10:43 2 30

N HOUSTON KHOU 09/12/96 07:03 ¢ 30

¥ ZCUSTON KHOU 09/12/96 08:34 2 2

N F0USTON XHOU 09/12/96 07:14 A 30

N ZCUSTON KHOU 09/13/5608:13 2 0

N 2CUSTON KHOU 09/13/96 12:54 % 30

N Z0USTON XPRC 05/12/96 35:97 ? 30

N FOUSTON KPRC 09/12/96 10:53 @ 30

N ZCUSTON XERC 09/14/9608:18 A k{e)

N 30USTON KRIV 09/14/96 02:42 2 30

N 0USTON RIV 09/14/96 02:30 P 20

N S0USTON KRIV 09/14/96 03:25 2 30

¥ Z0USTON XRIV 09/14/9605:12 2 30

A 20USTON KRIV 09/14/96 07:40 ? 30

N FOUSTON XTRK 09/12/%6 10:58 2 30

N FOUSTON KTRK 09/13/96 05:92 P 30

N 2OUSTON KTRK 09/13/9609:40 20

N dO0USTON KTRK 09/13/96 10:44 ¢ 30

N ANSAS CITY KCTV 05/12/96 07:03 = 30

N KANSAS CITY KCTV 09/12/96 09:34 ® 30

N FANSAS CITY  XCTV 09/13/9607:14 A 30

N ZANSAS CITY XCTV 09/13/9608:13 » 20

N KANSAS CITY  KCTV 09/13/9601:23 ¥ 23

N XKANSAS CITY XMBC 09/12/96 12:27 % 30

N ANSAS CITY  KMEC 09/12/9639:02 2 30

N LANSAS CITY KMBC 09/13/96 0%:40 2 30

N KANSAS CITY XMEC 09/13/96 12:13 X 30

N GNSAS CITY KSHB 09/12/9509:07 2 30

N XANSAS CITY Xsd¥B 09/12/96 10:30 ? 30

N XANSAS CITY XSHB 09/14/96 38:38 A 310
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Brand Name Media Market Station Date Time Length
MCI-NETWCRX MCI N AANSAS CITY WODAE 32/L47%503:25 2 ¢
M KANSAS CITY WDAF N9/:14/%25:22 @ 20
NS LITTLEZ ROCXK KXARX TGSI2/C8 2G0T 2 20
N ITTLE ROCK  XARK $8/12/5510:50 0
N LITTLE 20CK  KARK 4%/13/%501:43 % 20
LITTLE ROCX XARK 28/14/%616:28 A 30

N LITTLE RCCX LATvY J9/L0/539 00 9 0
N LITTLE ROCK  XATV 19413/9609:32 ? 0
N LITTLE RCCX LATY Jers13/360%:40 @ 20
N LITTLE ROCX KATY 68/13/¢011:20 @ i
N LITTLE ROCK  XLAT 98/14/%6 LL:3Z A 30
N LITTLE ROCK KLRT 7%/14/9411:51 A 20
N LITTLE ROCK XLRT 38/:14s¢8 12:22 2 30
i N LITTLE ROCK  KLRT 49/14/9602:23 ? 10
) ¥ LITTLE ROCKX  XTHV 15/12/8507:92 2 19
N LITTLE ROCX  KTHV 09/12/9609:34 P 30
M LITTLE RocX XTHvV 95/213/%827:14 A i0
LITTLE ROCK  KTHV 09/13/9608:13 ® 30

N NETWORK TV  ABC 35/12/56 11:58 2 1
N NETWORK 7V ABC 99/12/56 63:38 X 30
N NETWCRK TV ABC I9/13/55 36:24 A 30
N NETWORK TV  ABC 09/13/9606:54 A 30
¥ NETWORK TV ABC 16/13/96 10:02 2 10
N NETWORK TV ABC 09/13/%8 10:30 2 20
N METWORK TV ABC 09/13/36 11:44 2 30
N NETWORK TV  C3S 09/12/9608:93 ? 30
N NETWORK TV C3s 29/12/%4 10:34 2 20
N NETWORK TV  C8S 99/13/9506:12 A 30
N NETWORK TV  C3S 39/13/36 06:23 A 30
N NETWORK TV cas 03/13/%607:14 A 30
N NETWORK ™/  CBS §9/13/$639:13 ¢ 30
N NETWORK TV CBs 09/13/%60L:24 X 20
N NETWORK TV X 09/14/%6 12:42 2 30
N NETWORK TV  FOX 09/14/9612:51 2 30
¥ NETWORK TV  FOX 08/14/%601:22 2 9
N NETWORK TV 38> & 09/14/%603:23 ? 30
1 NETWORK TV X 39/14/36G04:27 2 30
N NETWORK TV FOX 9%,14/9606:32 p 20
N NETWORK TV  NBC 09/12/96 10:97 2 10
N NETWORK TV NBC 0¢/12/9%9811:30 p 20
N NETWORK TV  NBC 95/12/3502:25 % 30
N NETWORK TV NBC 09/13/9606:19 A 30
) NETWORK TV  NBC $8/13/%602:43 X 20
N NETWORK 1TV NEC Q8/13/%993:33 X 20
N NETWORK TV NBC 0%/14/3608:28 A 310
N NETWORK TV NBC 06/14/%$802:17 X 30
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Brand Name Media Market Station Date Time Length
MCI-NMETAORK MCZI N NETWORK TV NBC 38/14/9602: 11 % iC
QOKLAHOMA CTITY XFOR Q09/12/96 05%:07 2 30

N OKLAHOMA CITY XEOR 08/12/96 15:50 2 3G

N OKLAHOMA CITY XOCOQ 08/12/%6 .0:38 ? 30

N OKLAHOMA CITY XOCO 09/13/9639:02 2 10

N OKLAHOMA CITY KOCO 09/12/9609:40 2 by

N OKLAHOMA CITY XOCO 09/11/96 i0:44 ? 0
N OKLAHOMA CITY XOKH 09/14/96 11:42 A 30

N QKLAHOMA CITY XCKH 09/14/90 11:31 A 0
L OKLAHOMA CITY XOKH 09/14/96 12:28 ? 10

L OKLAHCMA CITY XOKH 0%/14/%603:13 ? 3¢

N OKLAHOMA CITY KWTV 09/12/9607:03 » 30

N OKLAHCMA CITY XWTV 09/12/96 3%:33 2 10

. N OKLAHOMA CITY KWTV 09/12/96 07:14 A 10
' N OKZAHOMA CITY XWTY 09/13/9608:13 ? 10
N OKLAHOMA CITY XWTV 09/13/96 12:55 X 30

N RCCHESTER WHEC 09/12/96 10:07 ? 0
N ROCHESTER WHEC 09/12/96 11:50 2 30

N ROCHESTER WEEC 09/14/9638:28 A 20
N ROCHESTER WOKR 09/12/%6 11:58 ? 30

N RCCZEESTE WOKR 09/13/96 10:92 2 20

N ROCHESTER WOKR 09/13/96 10:40 P 19

N ROCHESTER WOKR 09/13/%9611:44 2 2G

N ROCHESTER WROC 09/12/9608:03 ? 30

N ROCHESTER WRCC 06/12/96 10:34 2 30

N ROCHESTER WROC 09/13/9607:14 A 30

N ROCHESTER WROC 08/13/9609:12 2 30

N ROCHESTER WROC 09/13/9601:24 X 30

N ROCHESTER WUHF 09/14/96 12:42 ? 20

N ROCHESTER WUHFE 09/14/9%6 12:51 @2 E{o]

N RCCEESTER WURE 08/14/9601:22 ? 30

N ROCHESTER WUHE 09/14/9603:23 P 30

N SAN ANTONIO  XABB 09/14/9602:42 P 30

N SAN ANTONIOQ KABB 09/14/96 02:50 P 3

N SAN ANTONIO KABB 09/14/9603:25 ET

N SAN ANTONIO KABB 09/14/9§05:32 ° 20

N SAN ANTONIO  KENS 09/12/9607:03 P 0
N SAN ANTONIO  KENS 09/12/9609:34 P 20

N SAN ANTONIO  KENS 09/13/9607::4 A 1]

N SAN ANTONIO  KENS 09/13/9608:13 ? 30

N SAN ANTCNIO  XENS 39/13/969L:54 X 0

N SAN ANTONIO KMOL 09/12/96 09:97 P 30

N SAN ANTONIO  XMOL 09/12/96 10230 ? 15

N SAN ANTONIO KMOL 09/14/9608:33 A 30

N SAN ANTONIC XSAaT 09/12/96 11:2¢ 2 30

N SAN ANTONIO KSAT 09/13/9609:02 ? 30
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Brand Name Media Market Station Date Time Length
MCI-NETAORK MCZ N SAN ANTZNIOD NSAT 38/12/9610%:40 2 0
N SAN ANTONIO KSAT 39/12/96 11:15 P 0
N 3T LOUI3 XONL 19/12/%6 10:58 ? 35
¥ ST LOUIS KDNL 09/13/9605:54 A 20
1 ST LoUIS XTNL 13/13/9609:92 2 33
N ST LOUIS KDNL 09/13/%60%:40 ? 20
N 37T LOUTIS K<DNL 1%/13/9%99 20:44 2 36
N 3T LOUIS KMOV 09/12/%607:03 ? 0
N ST LOUI3 MOV 39/12/%96 09:134 ? 0
N 3T LOUIS MOV 09/13/%9607:14 A 30
N ST LOUIS oV 9%/13/9608:13 ? 19
N ST LOUIs XSDK 99/12/96 09:907 ¢ 20
N ST LCUIS XSDK 99/12/96 10:50 P 5
N ST LOUIS XSDK 09/14/96 08:38 A 30
! N ST LO0UIs XTI 15/14/96 33:25 ? 0
N ST LOUIS KTVI 09/14/%605:32 @ 30
N TULSA XSRE 29/12/9629:97 @ 10
N TULSA KIRH 09/12/96 10:50 © 30
N TULSA IRY 08/14/9508:38 A 30
h TULSA KOKI 09/14/%6 11:42 A 30
N TULSA XCKT 09/14/%6 11:31 A 30
N TULSA XOKI 09/14/%603:25 P 30
N TULSA XCKI 99/14/9655:32 2 i
N TULSA XKOTV 09/12/9607:93 ? 30
N TULSA LCTV 03/12/3639:34 2 30
N TULSA KOTV 09/13/9608:14 A 30
N TULSA XOTV 09/13/9608:12 2 30
N TULSA XOTV 09/13/960L:24 X 20
N TULSA XTUL 09/12/96 11:358 2 30
N TULSA KTUL 09/13/96 09:02 P 30
N TULSA XTUL 09/13/96 09:40 2 30
N TULSA XTUL 09/13/%6 11:49 P 30
N WICIITA KAKE 09/12/96 10:58 » 20
N WICHITA XAKE 09/13/9609:02 » 30
K WICHITA AKE 19/13/9609:40 P 30
N WICHITA KAKE 29/13/96 10:44 P 30
N FICEITA XSAS 09/14/9602:25 ? 0
N WICHITA KSAS 09/14/96 05:32 2 30
X FICHITA XSNW 09/12/9609:07 2 b1
N WICHITA LSNW 0$/12/96 10:50 2 30
N WICZITA LSNE 1$/14/9608:38 A 33
N WICHITA KWCH 09/12/9607:03 ? 30
N WICHITA XWCE 09/12/9609:33 2 30
N WICHITA KWC2 0%/13/%607:14 A 3Q
N WICHITA oy [eg: 39/13/9608:13 ? 3¢
N WICHITA KWCH 09/13/96 12:54 X 30
MCI+NETWORK MCI  Total -> 322 Spots
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